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Labor	 Day	 and	H oliday	 2016	M edia	 Buy	 Summary
 	

SUMMARY
 	
The	 “Drive	 Sober	 or	 Get	 Pulled	O ver”	 Labor	 Day	Enf orcement 	media	c ampaign	
runs 	over 	a	16 -day	per iod.	 Flight	 dates 	are:	 Wednesday,	 August	 17	- 	21,	

August	24  	– 	28,	 and	A ugust	 31	- 	September	5.	 The	 Holiday 	Enforcement	m edia
	
campaign	r uns 	over 	a	1 5-day	per iod.	 Flight 	dates 	are:	 December 	14	–  	18,
	
December 	21 	– 	25, 	and	D ecember 	28	- 	January 	1. 	A 	combination 	of 	television,
	
radio, 	and	di gital 	media	i s 	being	us ed	t o	r each	our  	target 	audience.
 		
	
Total 	value 	of 	this 	buy	i s 	$21,300,000.	 Below is	a	c omplete 	summary 	of	all	of	
the 	media	be ing	us ed.	 	
	
TELEVISION	 
Television	w ill	 focus	 on	ke y	c able	 networks	 that	 enjoy	a	 hi gh	c omposition	of 	
men	21 -34 	years	old 	with 	key 	networks	such 	as	Adult	Swim 	and 	TBS 	from 	
Turner	 and	C omedy	C entral	 and	M TV	f rom 	Viacom.	 Additionally,	 we 	will	 use	
smaller 	vertical 	networks 	that 	have 	been	c reated	t o	r each	t he 	Millennial 	
audience, 	such	as  	Fuse 	and	R evolt.	 	
	
The 	television	e ffort 	will 	be 	ture 	for 	both	c ampaigns, 	however, 	during	t he	
Holiday 	campaign	s ports 	will 	play 	a	bi gger 	part. 	During 	this 	campaign, 	the	
NFL	an d	N CAA 	basketball 	reach	the	 tar get	au diences 	very	w ell 	and	b udget	w ill	
be	a llocated 	towards	thi s. 		
	
The 	Spanish	l anguage 	plans 	will 	focus 	on	br oadcast 	television	and	 w ill 	use 	the	
major 	Spanish	l anguage	net works 	Univision	and	 Tel emundo. 		
	
Adult	S wim 	
Adult	S wim 	is	the	 top -performing	ne twork	t o 	reach	y oung	m en. 		Adult 	Swim 	is	
the 	highest 	ranked	net work 	against 	men	18 -34,	 enjoys 	a	hi gh	i ndex	agai nst	
the 	Discontented	B lue 	Collar, 	Middle 	Class 	Risk-Takers, 	Inexperienced	Soc ial	
Drinkers 	and 	Responsible 	Drinkers. 		The 	reach 	potential 	for 	the 	primary	
target	a udience	o f 	Discontented 	Blue 	Collar	is	the 	highest 	of	all	major	cable 	
networks. 	
	



	

The	 plan	f or 	Labor	 Day	w ill	 deliver	 over	 9.5	m illion	m en	18 -34 	impressions	
and	t he	 smaller	 Holiday	pl an	w ill	 deliver	 just	 shy	of 	 6.1	m illion	i mpressions. 	
	
The	 Turner	 networks	 of	 Adult 	Swim 	and	Tr u 	TV	w ill	 be	 combined	t ogether 	to	
achieve 	a	ve ry	e fficient 	and	c ompetitive 	men	18 -34	CPM  	that 	remains 	in	t he	
mid	$30	 r ange.	 
	
CBS	Sp orts	
The	 plan	on	 C BS	w ill	 use	 NCAA	bas ketball	 games,	 NFL	 games	 and	NF L	
shoulder	 programming.	 
	
A 	relatively	sm all	 budget 	on 	CBS	 sports 	programming	w ill 	generate 	just 	shy	of 	
21	m en	18 -34 	GRPs,	o r	7.1 	million 	impressions. 	
	
This	 plan	i ncludes	 an	i n-game	s pot	 in	a	 N FL	r egional	 game	( different	 games	
across	 the	 country)	 and	an	 i n-game	s pot	 in	a	 nat ional	 game	( the	s ame	gam e	
across	th e	co untry)	 that	 together 	deliver 	over 	half 	of	 the 	total 	GRPs 	the 	plan	
will 	deliver.	 
	
Comedy	Cen tral	
Comedy 	Central	was	looking 	for	a 	large,	double 	digit,	increase in	C PM.		NHTSA 	
is	 now 	at	 just	 a	1%  	increase	 over	 last	 year’s	 plan.	 	This	 network	w ill	 deliver	 
8.1 	million 	men 	18-34 	impressions	across	the 	flight. 	
	
As	added -value	Com edy	Cen tral	 will	 team 	up 	with	N HTSA 	to	b ring	Com edy’s	
favorite 	films 	to 	their 	fans 	as 	they 	experience 	the 	ultimate 	screening	par ty.	 
	
Through	c ustom 	hosted	i nterstitials	 and	on -air	 promos	 Comedy 	Central	will	 
drive 	awareness	of	the 	“Drive 	Sober” 	message.		C ampaign 	brand 	points	will	be	
seamlessly	i ntegrated	i nto	t he 	interstitial 	wraps 	throughout 	the 	movie,	 while	
a	pane l	 of	 up-and-coming	c omedians 	and 	social	 influencers 	add 	hilarious	
commentary	t hemed	b ack 	to	t he	f ilm.	 
	
Elements 	will	 include 	– 	

• 2-3	m inutes	 of	 interstials	 including	N HTSA 	brand	m essaging	i ntegration	
• 10x	: 10	cu stom 	promos	
• 10x	: 15	i ntegrated	pr omos	 (“brought	 to	you  	by”	N HTSA 	message)	
• 2	b illboards	



	

Discovery	 Communications	
The	 majority	of 	 the 	buy	w ill 	be 	with	Di scovery	and	 w ill	 include	 the	 very	hi gh	
performing	pr ogram 	Motor	 Mondays.	 	Due	 to	 the	 large	 audience	thi s	 program	
enjoys	w e	r ecommend	r unning	ou t	 of	 the	W ednesday	 – 	Sunday	f light	 	to	t ake	
advantage	 of	 it.	 	The	 first	 Monday	N HTSA	 will	 use	 this	 program 	will	 be	
Monday	Augus t	 22nd.	 	
	
The	 plan	on	 Di scovery	w ill	 deliver	 over	 21.8	m illion	t argeted	i mpressions 	at 	a	
very 	efficient	CPM 	of	less	than 	$20.	 
	
ESPN	C ollege 	Football		
ESPN	w ill 	begin	t he 	2016 	College 	Football 	season	w ith 	a	m arquee 	slate	o f	
games	 featuring	t op	t eams	 going	head	 t o	head.  	
	
This	 is	 a	m ulti-platform 	plan	i ncluding	–  	

• ESPN	
• ESPN2	
• ESPNU	
• SEC 	Network	
• ESPN	 Digital	
• ESPN	De portes	 TV	
• ESPN	De portes	 Radio	
• ESPN	 Deportes	D igital	

	
NHTSA	Te levision	I ntegrations	 -	ESPN	 

• Presenting	s ponsorship 	of	the 	9/4 	ABC 	Primetime 	Game 	(Notre 	Dame	
Vs.	 Texas)	

• Opening	w eekend	s tudio	c ut-ins	 across	 games	 on	ABC ,	 ESPN,	 ESPN2	and 
ESPNU	( minimum	 8x)	

• Content 	integrations	within 	College 	Football	studio 	shows	on 	9/4 	and	
9/5	( minimum	 of	 2x)	

	
The	 total	 linear	 plan	 on 	ESPN 	networks	will	deliver	guaranteed 	impressions	o f	
just	ab out	27	 m illion	 at	a	 CP M	 about	2. 5%	 less	 than	 2015	i n	 this	ti ght	scatter 	
market.	 



We 	have 	also 	worked 	out 	the 	Holiday 	campaign 	plan 	on 	the 	ESPN 	networks 	to 	
take 	advantage 	of 	registering	a	 budge t 	early	b efore	the	 sp orts-heavy	4 th	
quarter	 inventory	got 	 tight. 	
	
Programming	on	 ESPN  	will	 include	 the	 NBA 	Holiday	gam e	 that 	will 	include
	
repeats 	on	E SPN2.	 	Along	w ith	t his 	high	pr ofile	gam e	N HTSA 	will 	run	on	 

SportsCenter	that	will	include 	repeats	on 	ESPN 	and	i nclude 	the 	streaming	
 
audience, 	as 	well.
 	
	
Programming	on	 ESPN 2	w ill 	include 	NBA 	regular 	season	gam es 	as 	well 	as
	
studio	pr ogramming	s uch	as  	Mike 	&	M ike, 	SportsCenter. 	First 	Take 	and	

Outside 	the 	Lines.
 	
	
ESPNU	w ill 	have 	NHTSA	r unning 	on	c ollege 	football 	games	and 	studio
 	
programming, 	as 	well 	as 	a	he avy 	run-of-station	s chedule.
			
This 	ESPN	ne tworks 	plan	w ill 	deliver 	a 	guaranteed	10. 5	m illion 	impression
	
during	t he	H oliday	cam paign.
 	
	
NHTSA	Te levision	I ntegrations 	– 	SEC 	Network
 	
“Best	O pening	W eekend”	Fea ture	
 

• Content: 	A 	look 	at	th e	 mega	s chedule	of  	games 	throughout 	opening
weekend	

• Features	air	1x 	per	show	
o The 	Paul 	Finebaum 	Show 	(3x)	
o SEC	N ow 	(3x)	

• NHTSA 	logo	on  	graphic	w ith	“Best	 O pening	W eekend” 	in 	text	
• Talent 	audio	m ention	i .e., 	“Let’s 	take 	a	l ook	at  	this 	crazy	op ening	

weekend	s chedule, 	brought 	to	you	 b y	t he	N ational 	Highway	Tr affic
Safety	A dministration”	

The 	linear 	plan	on	 t his 	network	w ill 	deliver 	about 	9	m illion	i mpressions 	at 	a	
very 	competitive 	CPM 	of	just	under	$21.	 
	
NHTSA 	on 	ESPN.com 	

• Opening	W eekend	Gam e 	Previews	
o ESPN.com 	will 	preview 	specific 	opening 	weekend 	games 	and 	a	bi g	

story	on	 t he 	biggest 	games 	of 	the 	weekend	
o Flight	8/29	 –  	9/5	

• Opening	W eekend	He ather 	Dinich	St ory	

http:ESPN.com
http:ESPN.com


o ESPN’s	 college	 football	 expert	 Heather	 Dinich 	will 	be 	attending 	all	
of	the 	biggest	in 	Texas	and 	will	do 	one 	story 	heading 	into 	the	
weekend,	 and	one	 s tory	r eviewing	t he	w eekend	

o 8/29-9/5	
• Opening	W ekend	R oadmap	Vi deo	

o ESPN.com 	will	 take	 fans	 through	 the	 entire	 opening	 weekend	 of	
games	 and	gi ve	f ans	 all	 they	need	 t o	k now 	with	t he	O pening
Weekend	R oadmap	 video	

o Flight	8/29 -9/5	
• College	Footb all	 Homepage	T akeovers	 on	 8/17	& 	 8/24	

	
NHTSA	 will	 run	 the	f ollowing	 ad	u nits	du ring	thi s	op ening	w eekend	 coverage	
– 	

• 320x50	m obile	l eaderboard	
• 728x90	l eaderboard	
• 300x250	m edium 	rectangle	
• Custom 	1280x100	an d	970x 66	to	 b e	cr eated	b y	E SPN 	using	N HTSA	

assets	
	
In	addi tion	t o	t he	ac tivity	f ocused	on	 t he	openi ng	w eekend	of  	college	f ootball	
NHTSA 	will 	also	r un 	display	an d	vi deo	thr oughout	the	 16 -day 	flight	of	the 	
Labor	Day 	campaign. 	
	
This 	plan	w ill 	deliver 	25	m illion	i mpressions 	during	t he 	flight. 	
	
The 	Spanish	l anguage 	effort 	for 	this 	plan	w ill 	focus 	on	ESPN	 De portes 	TV,	
radio	and	 di gital. 	
	
The 	small 	budget 	television	pl an	on	 ESPN	 De portes 	will 	deliver 	a	l arge	
number 	of 	spots 	and	o ver 	1.8 	million 	impressions 	to 	Hispanic 	men 	18-34	
years	old.		P rogramming 	includes	soccer,	b oxing,	M LB 	and 	SportsCenter. 	
	
The 	Deportes 	radio	pl an	w ill 	generate 	109	GR Ps 	over 	the 	16-day	f light, 	or 	9.4	
million	i mpressions, 	and	i nclude	cover age	of  	CONCACAF	Cham pions 	League	
soccer, 	Major 	League 	soccer 	and	M ajor 	League 	Baseball 	Sunday	ni ght 	games	
that	w ill	i nclude	li ve	: 10 	mentions	b y 	the	sp ortcasters. 	
	
The 	digital 	plan	ESPN	 De portes 	will 	generate 	over 	3.5	m illion	i mpressions 	and	
include 	video, 	display 	and	App	 pl acements. 		Also, 	NHTSA	w ill 	have 	frontpage 	

http:ESPN.com


	

takeovers	 on	8/21	 and	 8/28	 as  	well 	as 	takeovers 	on	t he 	Baseball 	section	on	 
the 	same 	dates.		 	
	
This	 multi-platform 	plan	w ith	ESPN	 pr operties	 delivers	 men	18 -34	ef ficiently	
and	gi ves	 NHTSA	 prominent	 exposure	dur ing	t he	openi ng	w eekend	of 	 college	
football	 with	 a	m ajor	 added-value	w ith 	the	 “Best	O pening	W eekend”	f eature	
by	 including	 the	 Holiday	 campaign	i n	t he	 negotiations.	 
	
Fox	 Sports	
The	 plan	on	 F ox	Spor ts	 will	 be	 entirely	i n	NF L	 games	 and	NF L	 shoulder	 
programs.	 
	
This	 plan	i ncludes	 two	i n-game	s pots	 with	one	 r unning	i n	t he	nat ional	 Game	
of	the 	Week 	on 	Christmas	Eve.	 
	
Through	t he	 use	 of	 two	: 15	uni ts	 in	t he	 NFL	 games	 the	 CPM 	is	 down 	from 	the 	
CPM 	from 	the 	2015 	plan. 	
	
Fox 	Sports	 1/Fox 	Sports	 2	
The	 plans	 on	F ox	Spor ts	 1	&	 2	 w ill	 focus	 on	U ltimate	 Fighting	C hampionships	
(UFC),	 college	f ootball	 and	s occer.	 	UFC	audi ence	com position	i s	 heavy	f or	
men	18 -34 	years	old 	while 	we 	see 	soccer	having	a	 hi gh	i ndex	agai nst	 the	
highest	 at	 risk 	audience	of 	 “Discontented	B lue	Col lar”	you ng	m en.	 
	
The	 plans	 on	F ox	Spor ts	 1	&	 2	 w ill	 deliver	 over	 2.9	m illion	i mpressions	 with	a	 
CPM 	up 	just 	3% 	from 	last 	year. 	
	
Fuse 	
This 	small 	budget 	plan	( $29,750) 	will 	give 	NHTSA 	a	l arge	n umber	 of	 spots	to	 
help	i ncrease	over all	 frequency.	 		
	
Fuse is	a	c able 	network 	dedicated 	largely 	to 	music 	and 	features	original	series	
and	s pecials,	 interviews,	 live 	concerts 	and	bl ocks 	of 	music 	videos. 		Fuse 	is	
available 	in	o ver 	71	m illion	ho useholds. 	
	
FX 	
FX is	a	t op 	network 	for	reaching 	men 	18-34	and	 i s 	ranked	i n	t he	t op	10	 ( 6th	
place)	 of	 all	 major	 networks.	 		



Scatter	inventory 	has	been 	very 	tight	in 	the 	entire 	market,	a nd 	especially 	tight	
for	 FX.	 	Even	w ith	 this	 tight	 market	the 	Labor	Day 	plan 	increase 	is	just	8% 	
over	last	year’s	plan,	a nd 	just	5% 	over	for	the 	Holiday 	plan 	YOY.	 
	
The	 market	 has	 reported	s eeing	l ow 	to	m id	t een	i ncreases	 on	C PMs. 	
	
The	 Labor	 Day	pl an	w ill	 deliver	 9.5	m illion	t argeted	i mpressions	 and	t he	
Holiday	 plan	j ust	 shy	 of	 4	 million	i mpressions. 	
	
FXX	 
FXX,	a 	sister	network 	to 	FX 	and 	part 	of	Fox 	Cable 	Networks	was	created a	fe w 	
years	ago to	sp ecifically 	target	Millennials.	 
	
The	 Labor	 Day	pl an	of 	 FXX	w ill 	deliver 	over 	5.6	m illion	m en	18 -34	
impressions 	and	i nclude	t he	ani mated	pr ogram 	The	Si mpsons	 that	 performs	
so	w ell	 against	 young	m en. 	
	
The	 CPM 	increase	 for	 the	 Labor	 Day	pl an	i s	 lust	 4%. 	
	
The	 Holiday	pl an	on	 F XX	i s	 much	s maller,	 but	 will	 still	 delivery	ne arly	1. 5	
million 	targeted 	impressions	and 	include 	a	he avy	pr esence	 on	The 	 Simpsons. 	
	
History	 Channel	
The 	NHTSA	m essage 	will 	run	on	 t op	r ated	ne twork	pr ogramming	s uch	as 	
“American 	Pickers”	a nd	“I ce	R oad	T ruckers”. 		Against	thi s	ol der 	target	the	 p lan 	
on 	The 	History 	Channel	will	deliver	nearly 	11.4 	million 	impressions	over	the 	
flight	a t	a  	CPM 	level 	with 	last 	year. 	
	
MLB 	Network/NFL	Ne twork	
These 	networks 	dedicated	t o	t hese 	two	m ajor 	sports 	perform 	well 	against	
men	18 -34 	and 	offer	NHTSA 	the 	lowest	s ports 	programming	C PMs 	of 	all 	of 	the	
sports 	inventory	t o	be  	used	i n	t he 	Labor 	Day	and	 Hol iday	pl ans. 	
	
These	net works 	combined	w ill 	generate	ab out 	4.5	m illion	m en	18 -34	
impressions. 	
	
MTV2 	
We 	originally 	looked 	at 	using 	MTV 	and 	MTV2 	but 	have 	decided 	to 	go 	with 	just 	
MTV2.		The 	plan 	with 	MTV 	was 	just 	too 	inefficient,	and 	with 	the 	tight 	scatter 	



market	 could	not 	 get	th e	p lan 	to 	a 	level	w e	co uld 	accept.	 	The	p ositive	h ere	i s	
the	 MTV2	has 	 a	m uch	hi gher	 male	 composition,	 and	t herefor	 has	 come	 in	at 	 a	
much 	more 	efficient	level.	 
	
The 	MTV2 	plan 	will 	generate 	6.7 	million 	men 	18-34 	impressions	with a	C PM 	
that	 is	 under	 $30.	 
	
Programmatic	 Television	B uying	
Programmatic	 buying	of 	 television	s imply	m eans	 that	 inventory	i s	 being	
bought	 on	a n	aut omated	 basis.	 	The	 advantages	 of	 programmatic	 buying	 are: 	

• Robust 	targeting	 –	 Men	21 -34	w ho	dr ink	 alcohol	 (Based	on	 cr edit	 card
data)	

• Programming	cent ered	– 	 will	find 	key 	program(s)	to 	reach 	men 	21-34
from	 networks	 that	 as	 a	w hole	 do	 not	 reach	 men	1 8-34 	efficiently 	but	do	
have	a	 k ey	pr ogram	 or	 two	t hat	 do	r each	m en	18 -34 	efficiently	

	
The	 programmatic	 buy	i s	 at	 a	C PM	 level	 that	 is	 competitive	 with 	other	
networks	 on	t he	 buy	 and	w ill	 deliver	 over	 8.2	m illion	ver y	t argeted	
impressions.	 
	
Revolt	 
The	 program	 on	R evolt	 will	 include	 linear	 television,	 virtual	 reality	i nterstitial	
and	s ocial	 posts.	 
	
The	 linear	 portion	of 	 the	 plans	 for	 the	 Labor	 Day	and 	 Holiday	 plans	 will	
deliver	the 	following 	impression 	levels.	 
	
Labor	Day	 –	 2,781,000	i mpressions	
Holiday	 -		2,789	i mpression	 
	
For	the 	Interstitial	portion 	of	the 	plan 	NHTSA 	will	again 	team 	up 	with 	Revolt	 
by	 literally	 putting	 young	 men	i n	t he	 driver’s	 seat	 as	 they	f ind	out 	 first	 hand	
how	 dangerous	 drinking	and	 dr iving	can	 b e.	 	While	t hese	M illennials	 will	 be	i n	
the	sa fety	 of	 a	 simulated	 experience,	 the	v irtual	rea lity	 viewing	 will	k eep	 it	
true-to-life	and	 dr ive	t he	poi nt	 home	f or	 Millennials	 who	ar e	act ually	 out	
partying	but 	 still	 need	t o	 get	 home	 safe.	 
	
NHTSA	 will	 hit	the	 str eets	 of	 both	Chi cago	an d	 Miami	 to	cap ture	co nsumers’	
authentic	 reactions	 to	a	 vi rtual	 reality	s imulated	c ar	 crash	vi deo	t hat	 



emphasizes	the	 da ngers	of 	 drinking	a nd	dr iving.	 	The	on -site 	Revolt 	host 	will	 
spark	t he	 dialogue	 with	c onsumers	 as	 soon	as 	 they	ge t	 out	 of	 the	 seat	 and	
encourage	them  	to	sha re	w hat	they	 h ave	l earned.	 	Taking	p lace	sp ecifically	a t	
Revolt’s	Lollapalooza 	Kick-Off	 party	and	 Ar t	 Basel	 Activation	r espectively. 	
	
The	 Interstitial	 plan	w ill	 deliver	 impressions	 by	 campaign	as 	 follows	 – 	
	
Labor	Day	 -	730,000	
Holiday	 – 	730,000	 
	
The	 social	 activation	f or	 both	pl ans	 will	 include	 – 	
	
Facebook	 Posts	 – 	5 	
Twitter	 Posts	 @RevoltTV	–  	10	
Instagram 	Posts	 evolttv	 – 	2	
Twitter	 Posts	 REVOLT	 
		Host	 @lawkjackson	 – 	2
	
		Host	 @Hannahrad	 – 	2
	
		Host	 @TheRealDJDAMAGE	 – 	2
	
Twitter	 Posts	 @iamdiddy	–  	1	
Twitter	 Posts	 @TBDinfluencer	 – 	6 	
	
These	 posts,	 to	be 	 run	dur ing	e ach	c ampaign,	 will	 deliver	 over	 19.3	m illion	
impressions.	 		
	
Samba	TV  	
The	 recommendation	 is 	for 	the	 syncing	o f	 television	w ith	2 nd	 and	3 rd 	screens	 
(smartphones	&  	tablets). 	
	
According 	to 	eMarketer’s	first 	forecast 	of	s imultaneous 	media 	usage,	this 	year,	
182.9	m illion	A mericans 	will 	use	t he	i nternet 	while	w atching	TV	 at 	 least	 once	 
a 	month.		While	A mericans’	 attention 	is 	increasingly	d ivided	a mong	a n 	ever-
expanding	ar ray	of 	 internet	co nnected	devi ces 	the	n umber	 of	 people	
multitasking 	while 	watching 	television 	continues	to 	rise.	 
	
Smartphones	are 	the 	device 	of	choice 	for	multitaskers	as	detailed 	in 	the	ch art	
below: 	
	



US	 Simultaneous	 Internet	 and 	TV	Us er 	Penetration	 (% 	of	 internet	 
users)	 

Devices	 	 	 2015 	 2016 	 2017 	
Smartphone	i nternet	 and	TV	 
Users 	 60.5% 	 68.0% 	 74.1% 	
Desktop/Laptop	i nternet	 and	
TV	U sers	 51.4% 	 52.1% 	 52.4% 	
Tablet	 and	TV	 U sers	 28.7% 	 30.9% 	 33.0% 	
Source:	e Marketer,	M ay 	
2016 	 	 	 	 	

	
In	or der	 to	t ake	advant age	of 	 simultaneous 	viewing	a	 di gital 	tactic 	will	 be	us ed	
that	 will	 sync 	with	t he 	broadcast 	plan	by	 s ending	t he	 video	ad	 t o	s mart	
phones.	 	Most	 Millennials	 multi-task 	while	w atching 	television,	 and	w hen	t he	
commercial	 break	be gins	 the	 use	 of	 2nd	 and	3 rd	 screens	 (Smartphone	 &	
tablets)	 goes	 up.	 	By	s yncing	w ith	t he	 content	 on	t he	 television	s creen	a	 di gital	
ad	( video	or 	 display)	 will	 be	 sent	 to	a	 r egistered	2 nd	 or	3rd	 screen	i n	t he	 same 	
household 	increasing 	the 	opportunity 	of	ad 	exposure.		H ere’s	how 	this	will	 
work	–  	
	
Through	t echnology	i mbedded	by	 t he	 manufacturer	 in	t he	 television	s et	 that	
technology	w ill	 recognize	 any	c ontent	 that	 appears	 on	t he	 screen	i ncluding	
linear	 TV,	 OTT,	 commercials,	 movies,	 video	 games,	 live	 and	 time-shifted.		So	
for	 example,	 should	 the	 technology	 in	t he	 TV	s et	 recognize	 that	 programs	 such	
as	 The	 Walking	De ad,	 Family	Guy	 or 	 the	 Simpsons	 is	 on	s creen	a	 vi deo	or 	
display 	ad 	will	be 	sent	to 	the 	registered 	users’	smartphone	 or	 tablet.	 	
	
This	ta ctic	w ill	a pply 	to 	“cord-cutters”	 as	 well	 by	 recognizing	c onnected	 TV	
programming	o n	Ro ku,	 Amazon	Pr ime,	 Hulu	and	 t he 	like. 	
	
We 	are 	recommending 	running a	s mall	test 	to 	gage 	how 	this 	new 	way 	of	 
targeting	young	 m en	pe rforms. 		This 	plan	w ill 	run	i mpressions 	as 	follows 	– 	
	
Men	18 -34 	viewers	of	key 	programing 	such 	as	sports	(NFL,	c ollege 	football,	
SportsCenter, 	etc.	–  	1,296,296	i mpressions 	
	
Men	18 -34	O TT/Cord 	Cutters	–  	517,241	i mpressions 	
	
TBS 	



The	 Labor 	Day	pl an	on	 TB S	w ill 	deliver 	nearly 	12	m illion	t argeted	i mpressions	
due	t o	t he	ef ficiency	of 	 the	pl an	w hich	i s	 also	del ivering	a	 CPM 	 20%	 lower	
than	one 	 year	 ago.	 
	
The 	Holiday 	plan 	will 	deliver 	over 	7.5 	million 	impressions 	with 	just a	3 %	 
increase	 in	t he	 CPM.	 
	
Telemundo	 
Telemundo,	 a	NB C	 Universal	property,	is	the 	other	major	Spanish 	language	
network,	 along	w ith	Uni vision	ne tworks,	 on	t he	 NHTSA	“ Drive	 Sober”	 plan. 	
	
The	 Telemundo	pl ans	 for	 the	 Labor	 Day	and	 Hol iday	w ill	 run	t hroughout	 the	

broadcast	 day	 and	 include	 Early	 Morning,	 Prime,	 Late	Fr inge,	 News	a nd	Sp orts	
dayparts.	
 
	
This	 plan	w ill	 also	i nclude	 a	c ustomized	s egment	 in	Ti tulares	 y	M as	 (sports	

programming)	 as	 well	 as	 more	 standard	s egments	 in	t he	 early	 morning	

program	 Un	Nue vo	 Dia.	 	The	 customized	s egment	 will	 have	 the	 program	 talent	

creating	a	 s kit	 to	 promote	 the	 “Drive	 Sober”	 message.	
 
	
The	 Labor	 Day	pl an	w ill	 generate	 3	m illion	Hi spanic	 men	18 -34 	impressions	
and	1. 2	m illion	Hi spanic	 men	18 -34	i mpressions	 for	 the	H oliday	pl an.	
 
	
TruTV	
 
The	 recommendations	 for	 TruTV	c over	 the	 Labor	 Day	a nd	Ho liday	 plans.	
 
	
The	 Labor	 Day	pl an	w ill	 deliver	 just	 shy	of 	 3	m illion	m en	18 -34 	impressions	
using	m ostly	 prime	 time	 programming.	 	The	 CPM	 increase	 from	 one	 year	 ago	
is	 just	 +2%.	 	For	 the	 Holiday	 campaign	Tr uTV	w ill	 deliver	 just	 over	 6.1	m illion	
men	18 -34 	impressions	with a	C PM 	that	is	down 	3% 	from 	one 	year	ago.		 	
	
TruTV,	 a	Tur ner	 network,	 is	 usually	bought 	 in	c ombination	w ith	Adul t	 Swim,	
but	 negotiations	 are	 continuing	 with	 Adult	 Swim	 and	 next	 round	 of	
negotiations	 should	be 	 completed	s oon.	 
	
Turner	 Sports	
The	 plan	on	 Tur ner	 Sports	 will	 use	 NBA	gam es	 on	TNT	 and	 al so	us e	 the	 NBA	
TV	ne twork.	 
	



	

With 	TNT 	NHTSA 	will	run 	in-game	3x	 and	 t his	 will	 deliver	 over	 half	 of	 the	
total	i mpressions	o f	 2.7 	million.	 		
	
The	 remaining	pr ogramming	w ill 	be 	NBA	s houlder 	programming. 	
	
With 	NBA 	TV 	NHTSA 	will	run 	across 	the 	broadcast 	day 	including 	in-game	
positions 	in	r egular 	season	gam es. 		NHTSA	w ill 	also 	receive 	the 	“On	t he 	Road”	
sports 	news 	feature 	that 	discusses 	teams 	heading	“ on	t he 	road” 	to	pl ay	aw ay.		
NHTSA 	will 	have	sp onsor	title 	and 	call	outs	from 	the 	on-air	n ews	ca sters. 	
	
Turner 	Sports 	provides 	efficient 	overall 	delivery	of  	sports 	programming	t hat	
helps	to 	bring 	the 	overall	sports	buys	from 	all	networks	into 	more 	efficient	 
territory.	 
	
Twentieth	Te levision 	
Twentieth	Te levision	i s 	a	s upplier 	of 	programming	t hat 	is 	sold	i n	s yndication	
to	l ocal 	television	s tations. 		When	s tations 	throughout 	the 	country	buy	 
syndicated	pr ogramming	t hat 	runs 	during	t he 	NHTSA	f light 	will 	have 	the	
“Drive	Sober ” 	spot	em bedded	i n 	it. 		We	ta rget	th ose	p rograms, 	American 	Dad,	
Cleveland 	Show,	King 	of	the 	Hill,	etc.		which 	perform 	particularly 	well	against	
the 	young	m ale 	target. 		We 	no	l onger 	turn	t o	F ox	B roadcasting, 	the 	network	
that 	carries 	these 	programs 	as 	original 	programming, 	due 	to	t he 	very	hi gh	
CPM 	and	i nefficient 	delivery. 		By	us ing	s yndication, 	we 	reach 	viewers	of	these 	
key 	programs 	at 	far 	lower, 	and 	competitive 	CPMs. 	
	
The 	Labor 	Day	pl an	on	 Tw entieth	Te levision	w ill 	deliver 	just 	over 	9.9	m illion	
men	18 -34 	impressions 	at 	a	v ery 	competitive 	CPM. 	
	
Univision 	Networks 	
The 	Labor 	Day	and	 Hol iday	pl ans 	will 	use 	Univision, 	Unimas 	and	U nivision	
Deportes. 			
	
These 	Spanish	l anguage 	networks 	will 	deliver 	over 	4.3	m illion	Hi spanic 	men	
18-34	i mpressions 	for 	the	Lab or 	Day	cam paign	and	 over  	3.2	m illion	H ispanic
men 	18-34	i mpressions 	for 	the	H oliday	cam paign.	
	
By	w orking	w ith	Tel emundo,	 and	not  	committing	al l	 dollars	 to	U nivision,		
networks	 as	 a	w hole	 are	 down	o ver	 35% 	for	 the	 Labor	 Day	 campaign. 	



USA	 
The	 plan	on	 U SA	i s 	mostly	us ed	f or	 the	 WWE	pr ogram 	Raw 	that	 performs	 so	
well	for	several	of	the 	“Drive 	Sober” 	target	audiences,	b ut	performs	especially	
well	 against	 the	pr imary	audi ence	of 	 “Discontented	B lue-Collar”.	 
	
This	 plan	w ill	 deliver	 nearly	7. 9	m illion	i mpressions	 with	t his	 highly	t argeted	
programming.		 The	 CPM 	is	flat 	to 	last 	year.	 
	
RADIO 	
The	 radio	pl ans,	 due	 to	t heir	 efficiency,	 will	 deliver	 a	l arge	 number	 of	 targeted	
GRPs 	increasing	o verall 	reach,	 as 	well 	as,	 reach 	at 	the 	8+ 	effective 	frequency	
level.	 This	 level	 of	 activity	on	 r adio	w ill	 also	dr ive	up	 f requency.	 With	t he	
larger	 networks,	 such	as 	 Westwood	O ne	and	 Pr emiere,	 NHTSA 	will	 engage	
with 	top 	personalities	 via 	live 	reads	and 	social	outreach 	via 	their	social	 
networks.	 	
	
The	 radio	pl an	f or	 Labor	 Day	pl an	w ill	 use	 English,	 as	 well	 as,	 Spanish	
language	net works	 to	r each	N HTSA’s	 young	m ale	t arget.	 	The	t otal	 radio	
budget	 will	 represent	 just	 about	 14% 	of	 the	 total	 paid	 media	bud get. 	
	
GENERAL	 MARKET	 
Westwood	O ne	 
The	 plan	on	 W estwood	O ne	 will	 deliver	 over	 141	m illion	t argeted	i mpressions	
and	374	 M 18-34 	GRPs	over	the 	16-day	f light.	 	This	 equates	 to	a	 54% 	 reach	 
with	a	 6. 9	f requency.	 
	
This	 radio	pl an	w ill	 use	 a	num ber	 of	 Westwood	O ne	 networks,	 programs	 and	
personalities	 that	 include:	 

• CBS	Sp orts	
• NBC	Sp orts	
• Free 	Beer	& 	Hot 	Wings	
• NCAA	 Football	
• NFL	Pr e-Season	
• Country	Cou ntdown	
• Nash	N ights	
• Whitney 	Allen	
• Rick	 &	 Bubba	
• Bob	 &	 Tom	 Show	



• Matt 	Pinfield	
• Zach	San g	
• Carson 	Daly	

	
Added-value 	elements	will	include 	the 	three 	(4-hour	music)	special	music	
programs	 and	w ill	 air	 on	s tations	 across	 the	 country	 on	L abor	 Day	 weekend.		
These	 music	 specials	 cover	 3	f ormats	 – 	Country,	 Rock	 &	 CHR.	 
	
The	 Country	f ormat	 will	 include	 acts	 such	as :	 Georgia	Fl orida	Li ne,	 Keith	
Urban,	Jason 	Aldean.		The 	CHR 	format 	will	include	 acts	 such	 as:	 Taylor	 Swift,	 
Arianna 	Grande,	Megan 	Trainor,	Nick 	Jonas.		The 	Rock 	format	will	i nclude 	acts	
such	as :	 Hozier,	 Imagine 	Dragons,	 The 	Black	K eys,	 Fall 	out 	Boy. 	
	
Sponsorship	i ncludes: 	

• 6x	: 10	m essages	 in	each	 f ormat	
• 3x	: 05	openi ng	b illboards	i n	e ach	f ormat	
• 3x	: 05	cl osing	b illboards	 in	each	 f ormat	

	
Sports	 Added-Value	i ncludes	 – 	

• NHTSA 	sponsored	i n-program 	Drive	 Summary	 feature	 within	NC AA	and 
NFL	Footb all	

• 5x	: 10	l ive	s ponsor	 mentions	 within	N CAA	 College	Foot ball	
• 4x	: 05	s ponsor	 mentions	 within	N CAA	 College	Foot ball	
• Extended	 distribution	o f	 NCAA	F ootball	 on	S irius/XM	 and	 Tunein	
• 6x	: 10	l ive	s ponsor	 mentions	 within	N FL	pr e-season-primetime	
• 6x	: 05	s ponsor	 mentions	 within	N FL	pr e-season-Primetime	
• 9x	: 10	m essages	 in	CB S	Spor ts	 Flashes	

	
Music	 and	Ent ertainment	 Added-Value	– 	 

• 4x 	:10 	messages	in 	Free 	Beer	& 	Hotwings	Show	
• 3x	: 10	m essages	 in	t he	R ick	 &	 Bubba	Show 	
• 3x 	:05 	messages	in 	Big 	Time 	with 	Whitney 	Allen	
• 3x 	:10 	messages	in 	Big 	Time 	with 	Whitney 	Allen	
• 3x	: 10	m essages	 in	Cou ntry	Cou ntdown	U SA	 with	Lon	 H elton	
• 3x	: 10	m essages	 in	t he	Li a	R adio	Show 	
• 18x	: 10	s ponsor	 reads	 on	W estwood	O ne	24/7	 M usic	For mats	
• 6x	: 10	m essages	 in	N ash	N ights	 Live	
• 3x 	:10 	messages	in 2	H ours	with 	Matt	Pinfield	



• 3x 	:05 	messages	in 2	H ours	with 	Matt	Pinfield	
• 3x	: 10	m essages	 in	Zach	 Sang	 and	 t he	 Gang	
• :30	voi ces	 reads	 by	Shaw n	Par r	 with	Nas h	Ni ghts	 Live	
• :30	voi ces	 reads	 by	Zac h	Sang 	
• 3x 	:60 	interview 	vignettes	with 	Administrator	 – 	Westwood	O ne	to 

handle	al l 	production,	 editing	and	 di stribution	of 	 the	vi gnettes	 at	 no
charge	

• Westwood	O ne	to	 m ake	 best	 efforts	 to	 have	 Country	 artists	 record	
NHTSA	 :10	P SA	 copy	du ring	vi sits	to	 ou r	 NASH	 Campus	i n	 Nashville
throughout	 the	 Summer	

• Added-Value	val ued	at 	 $787,535	
	
Premiere	 
The	 plan	on	 Pr emiere	 will	 deliver	 51,226,900	t argeted	i mpressions	 and	135	 
GRPs	 over 	the 	16-day	f light.	 	This	 results	 in	a	 40%  	reach	and	 a	 3. 0	f requency.	
The	 plan	w ill	 use	 a	num ber	 of	 networks,	 programs	 and	pe rsonalities	 to	de liver	
the	 NHTSA	“ Drive 	Sober” 	message. 		These 	will 	include: 	

• Accelerate	
• America 	Network	
• Breakfast	Club	
• CMT 	Live	
• Fox 	Sports	
• Momentum	
• After	Midnight 	with 	Cody 	Alan	
• Ben	M aller 	Show	
• Colin 	Cowherd	
• Elvis 	Duran	
• John	Bo y 	&	Bi lly	
• Keith	Sw eat 	Hotel	
• Steve	G orman	Spor ts	

	
Added-value 	for	this	plan 	will	include 	the 	following 	– 	

• 9 	voices	reads	at	lower	non-voiced	r ates	
• Two	w eeks 	of 	no-charge 	voiced 	features 	across 	John	Bo y 	&	Bi lly	
• Minimum 	of 	10% 	added-value 	across	entire 	plan	

	
The 	Holiday	pl an	f or	Pr emiere, 	as 	in	t he 	Labor 	Day	c ampaign, 	will 	be 	one 	of 	
NHTSA’s	p rimary	r adio	n etworks, 	second	on ly 	to	W estwood	O ne. 			



	

	

Major	 networks	 will 	include	 – 	
• Accelerate	
• America 	Network	
• Breakfast	Club	
• Sixx	Sens e	
• Spectrum	
• Weekend 	Party 	Network	

	
These	 networks	 will	 deliver	 70% 	of	 the 	total 	GRPs. 	
	
The	 plan	on	 Pr emiere 	will 	deliver 	over 	22.3	m illion	i mpressions 	and	ac count	
for 	59 	GRPs.	 
	
We 	again 	tried 	to 	include 	as 	many 	voiced	r eads 	as 	possible 	since 	a	m essage	
coming	d irectly 	from 	the 	talent 	has 	a	bi g	i mpact	 on	l isteners. 	
	
This	 proposal	 includes	 10	voi ced	pe rsonalities	 at	 non-voiced	r ates	 – 	
	

• Cody	A lan	
• Ben 	Maller	
• Breakfast	Club	
• Nikki	 Sixx	
• Steve	G orman	
• Fox 	Sports 	Daybreak	
• JT	The  	Brick	
• Jason	Sm ith	
• GameTime 	Weekends	
• Weekends 	with 	the 	Breakfast 	Club	

	
The 	plan	w ill 	carry	a	 m inimum 	of 	10% 	bonus 	spots. 	
	
Performance 	Racing	N etwork	
The 	plan	on	 PR N	w ill 	deliver 	15,315,000	t argeted	i mpressions 	that 	result 	in	
41	G RPs. 	
	
Activity 	will 	be 	allocated 	as 	follows 	– 	



	

Xfinity 	Series 	
• 3x	: 30	s pots	 in	t he	8/19	 N ASCAR	 Xfinity	r ace 	
• 2x	: 15	l ive	r eads	 in	t he	8/19	 N ASCAR	 Xfinity	Ser ies	 race	–  	no-charge	
• 2x	: 05	O pen	& 	 Close	b illboards	 – 	no-charge	

	
NASCAR	 Sprint	Cu p	 Series	 

• 2x 	:30 	spots	in	 the	 8/20	NASC AR	Spr int	 Cup	Se ries	 race	
• 2x	: 15	l ive	r eads	 in	t he	8/20	 N ASCAR	 Sprint	 Cup	Ser ies	 –	 no-charge	
• 2x	: 05	open	 & 	 close	b illboards	 –	 no-charge	

	
Social	 
PRN	 will	 Tweet	 out	 special	 messaging	s upplied	by	 N HTSA	 –	 no-charge	 
	
Racing 	Country	 

• 6x	: 30	s pots	 weekends	 of	 8/20-21,	 8/27-28,	 9/3-4	
• 1x	: 30	du ring	each	 R acing	Cou ntry	s how	 –	 no-charge	
• 2x	: 15	l ive	r eads	 during	each	 s how	 –	 no-charge	
• 3x	: 05	b illboard	per 	 show	 	no-	charge	

	
The	 Pit	 Reporters	 

• 1x	: 30	s pot	 on	8/17 	
• 1x	: 10	l ive	r ead	at 	 the	f inal	 of	 each	s how	 –	 no-charge	
• 2x	: 05	open	 & 	 close	b illboards	 on	8/17	 s how	 –	 no-charge	

	
Adlarge	
The	 plan	on	 Adl arge	 will	 deliver	 40,121,600	i mpressions	 and	de liver	 targeted	
GRPs.	 
	
The	 plan	on	 Adl arge	 includes:	 

• MRN	– 	 The	 Voice	 of	 NASCAR	
• Yahoo!	 Sports	R adio	N etwork	
• Rotowire.com	 –	 Premier	 destination	f or	 fantasy	s ports	 podcasts	
• “Keys	to	 t he	R ace”	f eature	

	
MRN	– 	 The	 Voice	 of	 NASCAR	 covers	 Sprint	 Cup	r aces,	 Xfinity	and	 C amping	
World 	Truck 	Series 	races.	 

http:Rotowire.com


Yahoo!	 Sports	 Radio	N etwork 	podcast	w ith	Steve	 Czab an	 is	 a	l eading	s ports	
talk	r adio	ne twork.	 
	
Rotowire.com 	is	the 	premiere 	destination 	for	fantasy 	sports	podcasts.	 
	
“Keys	to	 t he	R ace”	f eature	w ill	 be	b rought	to	 you  	by	N HTSA 	plus	t ag.	 	The	
anchors	 of	 the	 race	 broadcast 	outline 	a	f ew 	key	poi nts 	that 	successful	ra cers	
will 	need	t o	us e	t o	w in	t hat 	day.	 	Sponsorship	i ncludes 	open	and	 cl osing	
billboards 	and 	social 	extension	v ia	M RN	t witter 	account.	 	Calling	o ut 	via	
Twitter 	when	anc hors 	are 	getting	r eady	t o	m ention	t he 	“Keys	 to	t he 	Race”	
feature 	sponsored 	by	 NHTSA	 reminding 	their	li steners	to  	Drive 	Sober. 	
	
Program 	 Total #	o f 	 Total #	o f 	 Signature	 Feature 	
Element	 Branded	: 30s	 Billboards 	 In-Content	 
MRN 	Sprint	 Cup	 2x	b rand/1x	vo iced 	 									2 	 1x 	“Keys 	of 	the 	Race” 	
	
MRN 	Sprint	 Cup	 1x 	live 	in-race	 									1 	
	 Content	d rop in	 
	 Mention	 brand	 tag	 
	
MRN 	Xfinity 	Series 	 3x	b rand/1x	vo iced	 										4 	 1x 	“Keys 	of 	the 	Race” 	
	
Camping	 World		 3x	b rand/2x	vo iced	 										4 	 1x 	“Keys 	of 	the 	Race” 	
Truck	 Series	 
	
NASCAR		 3x	b rand	 										6 	
Programming	 
	
MRN 	Twitter 	 Throughout	 the	 	 92k	f ollowers 	
	 Flight	 
	
Yahoo!	 Podcast	 Live	 voiced	b y	 Pre-roll	 	
	 Steve	 Czaban 	 mention 	
	
RotoWire.com 	 6x	l ive	r eads	 Pre-roll	 
Fantasy	Sp orts	 	 mention 	
Podcast	 
	
Sun	B roadcast	 Group	
The	 plan	on	 t his	 network	w ill	 deliver	 22,342,400	i mpressions	 and	de liver	 59	
targeted	GRPs .	 
	
This	 plan	w ill	 use	 three	 key	ne tworks	 from 	the	 Sun	B roadcast	 Group	–  	

• Sun	Sel ect	

http:Rotowire.com


• Adult 	Blend	
• SuperMix	

	
In	addi tion	t o	t hese	net works 	NHTSA 	will 	run	on	 N CAA 	College	Foot ball 	with	
in-game	pos itions. 		These	gam es 	will 	include	openi ng	and	 c losing	b illboards	a t	
no-charge. 	
	
Compass	Network	
The 	Compass 	Network	w ill 	deliver 	16,329,000	i mpressions 	and	ge nerate 	44	
m18-34	G RPs 	over 	the	16day	 f light.	 
	
This	 plan	w ill	 focus	 on	t he	 following	ne tworks	 – 	

• Big	 D	&	 Bubba 	
• Evening	 Music	
• Music	 Weekday	
• Rock 	Weekend	

	
Big D	&  	Bubba	cover 	 45% 	of	 the	U S	and	 cou nt	 64	af filiates	 with	a	 Cou ntry	
format.	 
	
Evening	 Music	 covers	 63%	 of	 the	 US	 and	 counts	 201	 affiliates	 with	 Rock	and 	
Country 	formats.	 
	
Music	 Weekday	c overs	 98%	 of	 the	 US	and	 c ounts	 640	af filiates	 with	R ock	and	 
Country 	formats.	 
	
Rock 	Weekend 	covers	99% 	of	the 	US 	and 	counts	509 	affiliates	with 	Rock 	and	 
Oldies	f ormats.	 
	
Westwood	O ne	 
This	 large	 plan	on	 W estwood	O ne	 will	 deliver	 over	 107.5	m illion	t argeted	
impressions	 with	an	 e xtremely	 efficient	 CPM 	of	 $4.47. 	
	
The	 substantial	 added-value 	is	summarized 	below 	– 	
	
Sports	 Added-Value	- 	
NHTSA	 sponsored	i n-program 	Drive	 Summary	 feature	 within	NF L	 Football	 

• 2x	: 10	l ive	s ponsor	 read	i n	N FL	Su nday	Pr imetime	G ames	
• 2x	: 10	l ive	s ponsor	 read	i n	N FL	Thu rsday	Pr imetime	G ames	



• Extended	 distribution 	of	NFL 	Primetime 	Games	on 	Sirius/XM,	N FL	
AudioPass	 and	T unein	

• 3x	: 10	l ive	r eads	 within	N FL	Su nday	1pm 	 Games	
• 2x 	:10 	live 	reads	within 	NFL 	SUSA 	(different	games	& 	affiliates)	Sunday	

1pm	 Games	
• 3x	: 10	l ive	s ponsor	 reads	 within	N FL	Su nday	4pm 	 Games	
• 2x	: 10	l ive 	sponsor	reads	within 	NFL 	SUSA 	(different	 games	 &	af filiates)	

Sunday	4pm 	 Games	
• 1x	: 10	l ive	s ponsor	 read	w ithin	N CAA	 Basketball	
• 9x	: 10	s ponsored	CB S	Spor ts	 Flashes	 M-F	6a -10p	

	
Westwood 	One 	Music &	E ntertainment 	Added-Value	– 	 

• 3x 	:10 	messages	in 	Free 	Beer	&	 Hotwings	 Show	
• 3x	: 10	m essages	 in	t he	R ick	 &	 Bubba	Show 	
• 3x 	:05 	messages	in 	Big 	Time 	with 	Whitney 	Allen	
• 3x 	:10 	messages	in 	Big 	Time 	with 	Whitney 	Allen	
• 3x	: 10	m essages	 in	Li a	R adio	Show 	
• 3x	: 10	m essages	 in	N ash	N ights	 Live	
• 3x	: 10	m essages	 in	Zach	 Sang	 and	 t he	 Gang	
• :30	voi ced	r eads	 by	Shaw n	Par r	 with	Nas h	Ni ghts	 Live	
• :30	voi ced	r eads	 by	Zac h	Sang 	
• 3x 	:60 	interview 	vignettes	with 	Administrator	

o Westwood 	One 	to 	handle 	all	production,	editing 	and 	distribution	
of	 the	vi gnettes	 at	 no	char ge	

• Westwood 	One 	to 	make 	best 	efforts	 to	 have	 Country	 artists	 record	
NHTSA	 :10	PSA 	 copy	du ring	vi sits	to	 thei r	 NASH	 Campus	i n	 Nashville	

• Social	 media	pos ts	 where	avai lable	
• Bonus	 :30	s pots	 where	avai lable	

	
Value	of 	 all	 added-value	 elements	 totals	 -	$484,160	
 
	
Sun	B roadcast	 Group	– 	 General	 Market	

The	 plan	w ith	t he	 Sun	B roadcast	 Group	w ill	 use	 their	 top	ne tworks,	 as	 well	 as,	

NCAA	 College	Footb all	 in-game	s pots	 and	openi ng	b illboards.	 	The	pl an	w ill	

also	i nclude	 live	 reads	 on	t he	 “Hit	 List	 with	Fi tz”	 program.	
 	
	
Fitz	is	often 	described 	as	an 	“emotional	roller	coaster,” 	Fitz	in 	the 	Morning is	
renowned	f or	 being	com pletely	i rreverent	 and	hi larious	 one	m oment,	 then	
 



	 	 	 	 	 	 	 	profoundly touching	 the next. It’s the closest thing	 to Oprah	 on	 the 
radio.	 	Fitz’s	show is	A	fa mily-friendly,	 character-based	 reality	 show.	 	Every	
morning,	 Fitz	 and	t he	gang	 r eveal	 everything	ab out	 their	 lives.	 	
	
The	 total	 plan	w ill	 deliver	 over	 18.2	m illion	i mpressions	 with	a	 ve ry	l ow 	CPM	
of	 $3.26.	 
	
HISPANIC	 
	
Entravision	 
Entravision	 is	 the	 largest	 Hispanic	 network	i n	t he 	US	w ith	a	 96%  	coverage 	of	
the 	US	Hi spanic 	DMA. 	
	
The 	Labor 	Day	pl an	on	 Ent ravision	ne tworks 	will 	generate 	almost 	5.4	m illion	
targeted	i mpressions 	and	de liver 	61.2	HM 18-34 	GRPs	over	the 	flight.	 
	
The 	plan	on	 Ent ravision 	will 	again	us e	t he	r adio	per sonality	E razno	pl ayed	b y	
Oswaldo	Di az. 		NHTSA	w ill 	be 	involved	w ith	hi s 	character 	“La	Doc torcita” 	who	
answers 	all 	of 	the 	audience’s 	health	and	 l ove 	questions. 	
	
The 	plan	i ncludes 	12	no -charge 	:30 	spots 		in	t he 	Select 	network	 	and 3	n o-
charge 	:30 	spots 	in	t he 	Erazno 	program. 	
	
The 	Holiday	pl an	w ill 	be 	very	s imilar 	and	de liver 	4.3	m illion	i mpressions 	and	
48.4	t argeted	G RPs. 		The	H oliday	pl an	w ill 	include	10	 no -charge 	:30 	spots 	in	
the 	Select 	network	as  	well 	as 	3	no -charge 	:30 	spots 	in	t he 	Erazno 	program. 	
	
Sun	B roadcast 	Group	–  	Hispanic
	
The 	Sun	B roadcast 	plan	w ill 	include 	the 	following	ne tworks 	–
 	

• TuSonido	
• Latino 	Advantage	
• Onda	

	

Tu	Soni do	i ncludes 	over 	300	Spani sh	l anguage 	affiliates 	to	r each	t he 	NHTSA	
target 	audience. 	

With 	over	90% 	coverage 	from 	coast	to 	coast,	p aired 	with 	top 	markets	and 	an 	
extensive	r each, 	Tu 	Sonido	w ill 	deliver 	a 	large	n umber 	of 	impressions.	 



Latino 	Advantage 	consists	of	290 	high 	rated 	Spanish 	language 	radio 	stations	
covering	al l	 of	 the	 top	5 0	 Hispanic	 markets	 in	t he	 country.	 

Listeners	tune 	to 	the 	Onda 	network 	to 	hear	their	favorite 	bands	from 	Juanes,	
Juan	L uis	 Guerra,	 Reik	and	 Shaki ra.	 		

The	 Labor	 Day	pl an	w ill	 deliver	 over	 4	m illion	i mpressions	 and	46	 GR Ps,	 while	
the	 Holiday	pl an	w ill	 deliver	 just	 about	 the	 same	 performance.	 
	
Univision	 
The	 plan	on	 U nivision	w ill	 deliver	 over	 4.8	m illion	i mpressions	 to	Hi spanic	
men	18 -34 	years	old 	at	a 	CPM 	that	is	lower	than 	what	NHTSA 	had 	last	year.	 
	
Univision 	covers	92% 	of	all	U.S.	Hispanic 	adults	with 	180 	stations	in 	67 	
markets. 	
	
DIGITAL 	
Digital	 needs	 to	 play	 an	i mportant 	part 	in	t he 	overall 	media	pl ans 	as 	the 	reach	
potential 	of	 this 	medium 	is	 high.	 The	 national	 plan	w ill	 use	 site	 direct	 buys	
with	hi gh	i mpact	 ad	uni ts	 (i.e.,	 homepage	t akeovers)	 coupled	w ith	
custom/video	 content.	 This	 premium	 tactic	 will	 be	 complimented	 with	 very	
efficient	vi deo	a nd	di splay	p lans	p urchased	p rogrammatically	( targeting	the	 
individual,	 not	 the	 website)	 via	de mand-side	 platforms.	 Audio	s treaming	w ill	
also	be 	 used	w ith	ve ndors	 such 	as	 Pandora,	 iHeart,	 Spotify,	 and	A udio	HQ .	 	
	
The	 digital	 portion	of 	 the	 Labor	 Day	c ampaign	w ill	 represent	 32% 	of	 the	 total	
paid	m edia	budge t,	 or	 $4.3	m illion	do llars.	 
	
The	 digital	 plan	w ill	 utilize	 publisher	 direct,	 custom 	content 	and	
programmatic 	buying/targeting.	 
	
BuzzFeed 	
BuzzFeed	w ill	 create,	 and	r un,	 two	pos ts 	on	B uzzFeed	and	 w ith	s ocial 	content	
seeding. 	Social 	content 	seeding	am plifies 	and	ac celerates 	content 	discovery	
across	so cial	p latforms. 	
	
Below is	a	d escription 	of	the 	post	concepts	–  	
	
“10 	Lies	Y our 	Drunk 	Brain 	Tells	Y ou” 	



This	 post	 would	hi ghlight	 all	 of	 the	 mistakes	 you	m ake	 after	 a	f ew 	alcoholic	

beverages.	 	It’ll	 be	 lighthearted	 at	 first	 so	 it	 won’t	 hit	 you	o ver	 the	 face	 with	

the	 reality	of 	 how	 dangerous	 and	dum b	dr unk	dr iving	i s.	 	We	 can	e nd	t he 	post	

with	s tatistics	 about	 DUIs	 and	w hy	you	 s hould	s tart	 planning	ahead	  –	 It’s	so 	

easy	to	 get	 a 	 ride	these	 da ys.	 IE:	 You’re	a 	 really	gr eat	 dancer.	 	Nope.	 Your	 ex	

totally	w ants	 to	he ar	 from	 you	t onight.	 Guess	 again.	 	You’re	 totally	O K	 to	dr ive.	
	
WRONG!	
 
	
“10	 Reasons	Why 	You 	Really,	Really,	Really 	Don’t 	Want A	D UI”	
 
Besides	 the	f act	 that	 you	 can	hu rt	 someone,	 driving	u nder	 the	i nfluence	i s	

embarrassing,	 expensive	a nd	n ot	w orth 	it.		In 	this 	post,	one 	of	our	 talented	
 
animators	w ill	i llustrate	su ch	 points	a s:	
 

• Your	face 	might	be 	printed in	y our	local	police 	blotter,	a nd 	everyone 	will
see it	

• If	 you’re	under 	 21,	 say	goodbye	 t o	your 	 license.	 	You’re	goi ng	t o	be 
asking	al l	 of	 your	 friends	 for	 rides	 for	 a	l ong	t ime.			

• Want 	to 	go 	on a	n ice 	vacation? 		Good 	luck 	trying 	to	s ave	w hen	 you	 have
to	pay	 t ons	 of	 lawyer	 fees.	

	
This	 plan	w ill	 generate	 862,745	vi ews	 of	 the	 posts.	 
	
CBSSports.com	
NHTSA 	will	again 	present 	the 	daily 	Sports 	Minute 	Update.		The 	sports 	minute	 
update	 reviews	 all	 of	 the	 sports	 happenings	 the	 occurred	 that	 day,	 or	 the	 day	
before. 	
This	 effort	 includes	 the	 following	–  	

• Presenting	S ponsor	 970x90	
• Custom 	Skin	
• :15 	video 	pre-roll	
• In-studio	s ignage	
• Audio	cal l-outs	
• Social	 sharing	on	 Faceb ook 	and	Tw itter	 – 	2x 	posts	per	week	
• Will	deliver	over	5.2 	million 	impressions	

	
The	 link	be low 	is	 a	c apture	 from 	the	 “Click	I t”	 campaign	on	 C BSSports. 	
	
http://www.cbssports.com/partner/sports-minute 	
	
Evolve	 Media 	

http://www.cbssports.com/partner/sports-minute
http:CBSSports.com


	

The	 plan	on	 Evol ve	 will	 run	on	 C raveOnline	 that	 edits	 its	 site	 for	 young	m en.	 It	
is	 the 	#	1	 m ale 	lifestyle	 publisher,	 carries	 exclusive	 and	o riginal	 content	
covering	e ntertainment,	 sports,	 gaming,	 life	 style	 and	 music. 	
	
The	 plan	on	 C raveonline	 will	 include	 – 	

• Takeovers	 on	8/24	 &	 8/31	 –  	These 	takeovers 	will 	run	on	 Cr ave 	and	a 
network 	of 	male	m illennial	si tes	

• Ad 	units 	will 	include 	–	
o Custom 	Reskin	
o Leaderboard	
o Half	Page 	Ad	
o Media	R ectangle	
o Skyscraper	
o Mobile	 Banner	

• High 	Impact 	Video 	&	RO S 	Roadblocks 	throughout 	the	f light	
• Ad 	units 	will 	include 	–	

o Video	
o Reskin	
o Banners	

• Standard	di splay	i ncluding	m obile	
• 3.4	m illion	added -value 	impressions	using 	display	

	
This 	plan	w ill 	deliver 	over 	25.8	m illion	i mpressions 	using	vi deo,	 high	i mpact	
and	di splay	ad	 uni ts 	for 	a	CPM  	under 	$10. 	
	
Sporting	N ews	
This 	plan	w ill 	provide 	NHTSA	w ith	an  	animation	s eries 	that 	previews 	the 	top	
5	col lege	f ootball 	conferences 	in	a	 u nique	vi deo	execu tion. 		Sporting	N ews 	will	
deliver 	5	vi deos 	of 	stats 	and	anal ysis 	against 	the	t op	5	 CFB  	conferences	
wrapped 	around 	messages	from 	NHTSA.		H ere’s	how 	it	will	work 	– 	
	
Throughout 	the 	college 	football 	pre-season	f ans 	crave 	the 	latest 	stats 	and	
updates 	as 	often	as  	they’re 	able 	to 	be 	received. 		SN	pr esents 	NHTSA	t he 	
opportunity to	su rround 	these 	stats	in a	c ustom 	animated 	series.		E nvision 	
SEC	coach,  	Mike	Sab an, 	giving	a	 f ootball	lesson to	u sers	–  	drawn	i n	car toon	 
style.	 	These 	lessons 	are 	presented	i n	NHTSA -branded 	slideshow 	fashion, 	and	
after 	5-10 	slides	a 	NHTSA 	message 	of	NHTSA’s	choice 	will	be 	featured 	
followed 	by 	drunk	d riving	s tats 	in	t he 	style 	of 	the 	football 	stats. 	



Sponsorship	el ements	 include:	 
• One	 custom 	video	pe r	 college	 conference	 (5x)	 over	 Labor	 Day	w eekend	
• NHTSA 	logo	f eatured	on  	each	sl ide	
• NHTSA 	provided	m essaging	f or	 safety	stat s	
• Opportunity	f or	 NHTSA	t o	s hare	 across	 its	 own	s ocial	 channels	

	
	
This	 unique	 plan	w ill	deliver	over	5.7 	million 	impressions	over	the 	flight.	 
	
Defy	M edia
	
The 	plan	of 	 Defy	w ill 	include 	the 	following	– 
 	

	
• SMOSH 	Games	 YouTube	Channel 	
• Defy	 Media	Ne twork	
• Defy	 Media	Yo uTube	 Channel	
• Break.com	
• Break	 App	
• Smosh.com	

	
SMOSH 	Games	 YouTube	Channel 	 
This	 will	 include	a	 s ponsored	epi sode	of 	 SMOSH	 Games	 on	t he	SM OSH	 Games	
YouTube	chan nel.	 
	
In	t his	 Grand	Thef t	 Auto	i nspired	s eries,	 the	SM OSH	Gam es	 crew 	raises	
mayhem 	and	has 	 a	t on	of 	 fun	doi ng	i t.	 Each	w eek	 SMOSH	 Games	 plays	 the	
online 	version 	of	Grand 	Theft	Auto	 V	w ith	 bizarre	 in-game	c hallenges	 like	no	 
thumbs	 allowed	on	 t he	 controllers.	 Between	SM OSH’s	 personality-driven	
humor	 and	an	 i mmersive	gam eplay	exper ience,	 get	 ready	t o	s ee	t he	w orld	of 	
Grand	 Theft	 Auto	 in	a	 w hole	 new 	light. 	
	
SMOSH 	Games	is	flipping 	the	con cept	of 	 Grand	T heft	SM OSH	 on	 its	hea d	f or	 
NHTSA’s	D rive	Sob er	 or	 Get	P ulled	O ver	 campaign	 this	Fal l.	 Instead	of 	
wreaking	com plete	and	 ut ter	 havoc	w ithin	t he	w orld	of 	 Los	 Santos,	 the	
SMOSH 	Games	players	will	take 	on 	the 	ultimate 	in-game	c hallenge:	 complete	
each	G TA	 mission	 by	ob eying	E VERY	 traffic	 and	 safety	l aw;	 completing	
challenges	 totally	 and	 completely	 legally.	 To	 further	 the	 storyline,	 players	 will	
have	t o	do	 act ivities	 like	go	 t o	t he	gym ,	 get	 a	hai rcut,	 and	go	 s hopping.	 SMOSH	
Games	 would	 hit	 the	Dr ive	 Sober	 or	 Get	 Pulled	 Over	 messaging	i n	t he	 

http:Smosh.com
http:Break.com


episode’s	 intro	a nd	thr oughout	 gameplay	w hen	 they	en counter	 reckless	 drunk	
non-player	 characters.	 
	
The	 SMOSH	Gam es	 episode	 will	 deliver	 a	m inimum 	of	 500,000	i mpressions. 	
	
Video 	Distribution
 	
Video 	distribution 	will	 be	t hrough	– 
 	

• SMOSH 	Games	 YouTube	channel 	 with	5x	 Y ouTube	channel 	 takeovers	
• Page	 Engage	 – 	Historically	 very	 strong	 ad	 unit	 for	 engagement	

(Expanding	ad	 t o	pl ay	t he	vi deo)	
• Defy	 Media	Pr operties	 &	Yo uTube	 channel	 pre-roll	– 	 Another

historically 	strong 	performing 	pre-roll	
	
High	Im pact	M edia 	

• Break.com	 homepage	t akeover	 w/video	and	 r oadblock	 –	 1x	
• Smosh.com	 homepage	t akeover	 w/video	r oadblock	 –	 5x	
• Break	 Mobile	A pp	w ith	m obiblock	 takeovers	 –	 2x	

	
Run 	of	Network	 

• Standard	di splay	b anners	 across	 the	f light	 including	 300x250,	 728x90	 &	
160x600	

	
Added-Value	 

• Mobiblock	t akeover	 –	 1x	
• Smosh.com	 takeovers	 –	 2x	
• Standard	di splay	r otation	 –	 3,000,000	i mpressions	

	
The	 total	 plan	on	 De fy	w ill	 generate	 over	 19.8	m illion	i mpressions.	 
	
WWE.com	 
The	 plan	on	 W WE.com	 will	 include	 –	 

• Facebook &	T witter	promotion	
• Takeovers	
• Pre-Roll	
• Mobile	

	
Facebook/Twitter	 

http:Smosh.com
http:Smosh.com
http:Break.com


The	 “Drive	 Sober”	 campaign	w ill	 receive	 promotion	f rom 	WWE	Supe rstar’s	 
Facebook 	and/or	Twitter	handles	for	a 	minimum 	of	4x 	posts.	 
	
These	 posts	 by	t hese	 very	popul ar	 wrestlers	 will	 deliver	 5,000,000	
impressions.	 
	
Takeovers	 
Takeovers	 will	 run	on	 Thur sday	8/18, 	 Wednesday	8/24, 	 Thursday	8/25	 and	 
Thursday	9/1. 	 		
	
These	 takeovers	 will	 include	 – 	

• WWE 	Cross-Platform 	Homepage	
• WWE	 Cross-Platform 	Raw	 Section 	
• WWE	 Smackdown	 Takeover	

	
These	 high	i mpact	 takeovers	 will	 generate	 1	m illion	i mpressions.	 
	
Pre-Roll	 
Video	pr e-roll	 will	 run	on	 t he	W WE 	YouTube	page, 	 WWE 	mobile	pl atforms	
and	on	 W WE.com.	 	Companion	banne r	 ads 	(leaderboard	 & 	rectangle 	top)	will	
run	al ongside	 pre-roll	 on	W WE.com.	 
	
This	 video	 effort	 will	 generate	 5,750,000	i mpressions	 across	 the 	flight.	 
	
Mobile 	
Display 	media	w ill 	run	ac ross 	all 	WWE	pl atforms 	including	W WE.com, 	the	
WWE 	Mobile 	App 	and 	mobile 	optimized 	mobile 	site.	 
	
This 	display/mobile 	effort 	will 	deliver 	5,604,167	i mpressions 	
	
Overall 	this 	plan	on	 W WE.com 	will 	deliver 	over 	17.3	m illion	i mpressions. 	
	
Silver	Chal ice 	
Leveraging 	its	relationships	with 	conferences	and 	schools,	Campus	Insiders	
will	 provide	N HTSA	 a	cus tom 	marketing	pr ogram	 that	 will	 align	b rand	
objectives	with 	relevant	c ollege	sp orts	conten t.	 	The	p rogram	 will	 extend	
across	 120	Spor ts,	 Campus	 Insiders	 and	A CC	Di gital	 Network. 	
	
Partnership	hi ghlights	 include: 	



• Custom 	video	con tent	
o “Keys	to	 S uccess”	–  	all	 networks	

• Live 	talent 	reads	
o Promoting	t he	 “Drive	 Sober”	 message 	on 	Campus	Insiders	and	

ACC 	Digital	Network	
• Social	 media	pr omotion	

o Campus	Insiders	and 	ACC 	Digital	Network 	Facebook 	and 	Twitter
posts	 promoting	“ Keys	 to	 Success”	 and	“ Drive	 Sober”	 messaging	

• Measured	M edia	
o Video	Pr e-roll	
o Standard	di splay	

	
Keys	 to	Succ ess	
NHTSA	 will	 be	al igned	w ith	Cam pus	I nsiders’	 2016	col lege	f ootball	 season	
previews	 for	 the	 top	t eams	 in	c ollege	 football,	 providing	a	 m inimum 	of	 3x	
“keys	to	 s uccess”	tha t	ea ch	tea m	 needs	i n	 order	 to	m ake	i t	to	 the	 C ollege	
Football	Playoff	in 	January.	 
	
Brand	i ntegrations	 will	 include:	 

• NHTSA	 logo	w ithin	 set	m onitors	
• Custom 	opening &	c losing 	graphics	package	
• Verbal	b rand	 call-outs	promoting 	the 	“Drive 	Sober” 	messaging	
• 9x 	total	videos	minimum (2	m inutes	in 	length)	

	
Live 	Talent 	Reads	 
Throughout	 the	 Labor	 Day	 campaign	bo th	 Campus	 Insiders	 and	 the	 ACC	
Digital	 Network	w ill	 provide	 NHTSA	w ith	 additional	 brand	 integration	i nto	
relevant	 college	s ports	 programming.	 
	
As	segm ents	con clude	t alent	w ill	 promote	t he	“D rive	Sob er”	m essaging.	 
	
Brand 	integrations	will	include:	 

• NHTSA	 logo	w ithin	 set	m onitors	
• Verbal	b rand	 call-outs	promoting 	“Drive 	Sober” 	messaging	
• Minimum 	of	5x-10x	vi deos	 (1-2 	minutes	in 	length)	

	
This	 plan	w ill	 deliver	 over	 6.4	m illion	i mpressions. 	
	



The	C hive	 
The	 Chive,	 a	hum or	 site,	 has	 7.9	m illion	m en	18 -34	uni que 	monthly 	visitors	
making 	this	a 	very 	large 	site. 	
	
Men	18 -34 	make 	up 	the 	majority 	of	its	audience.	 
	
This	 plan	w ill	 include	 – 	

• high	i mpact	 media 	
• display 	
• video	

	
For	the 	high 	impact 	portion 	of	the 	plan 	NHTSA 	will	receive 	3x 	multi-platform
 	
homepage	t akeovers	generating 	18.9 	million 	impressions.	
 
	
The 	display	pl an	w ill 	use 	a	m obile 	web	t op	r ectangle 	(top	of  	the 	page)
	
audience 	targeted	t o	m en	18 -34,	 plus	 a	l eaderboard	and	 m edium 	rectangle	
above	 the	 fold.	 	Also	i ncluded	w ill	 be	 a	m obile	 interstitial 	(320x480) 	and	a	 

mobile 	banner.		T his	display 	activity 	will	deliver	26.5 	million 	impressions.	
 
	
NHTSA 	will 	also	r eceive	: 15	vi deo	p re-roll	th at	w ill	d eliver	3 .5 	million
	
impressions.
 	
	
Added-value	w ill 	come	i n 	the	f orm 	of 	2x	addi tion 	homepage	t akeovers 	that
	
should	ge nerate	an	 addi tional 	12.6	m illion	i mpressions. 		The	va lue	of  	these	
two 	homepage	t akeovers 	is 	$67,000.	
 
	
Twitter
 	
The 	plan	on	 Tw itter 	will 	use 	the 	proven	adve rtising	uni ts 	of	 –
 	

• Convo	A ds 	– 	Image &	V ideo	
• Video	–  	Standard	&  	Pre0roll	

	
	
Convo 	ads 	take 	increasing	br and	e ngagement 	a	s tep	f urther 	vs. 	Promoted	
Tweets 	and	c ampaign	has htags 	a	s tep	f urther 	by	i ncluding	c all 	to	ac tion	
buttons 	with 	customizable 	hashtags 	that 	encourage 	engagement. 		This 	has	
proved	v ery 	successful 	for 	NHTSA	i n	pr evious 	campaigns. 		When	a	 c all 	to	
action	but ton	i s 	tapped, 	the 	Tweet 	composer 	opens 	with	a	 pr e-populated	
brand 	message 	accompanied 	by 	the 	creative 	and 	hashtag 	buttons. 		The	
consumer 	can	t hen	pe rsonalize	t he 	Tweet 	and 	share 	it 	with 	his 	followers. 	



	
The	 Convo	i mage	 and 	video	p art	of 	 the	p lan 	will	d eliver	7 97,250	
engagements/views	over 	 the	f light.	 
	
The	 remainder	 of	 the	 plan	w ill	 run	vi deo	t hat	 will	 deliver	 over	 1	m illion	vi ews. 	
	
Targeting	w ill	 be	 based	on	 B ehaviors,	 Handles,	 TV	and	 K eywords. 	
	
Behaviors	 – 	

• Alcohol	 beverage 	buyers 	for 	beer,	wine &	s pirits	
• Lifestyle:	S portsmen	

	
Handles	–  	

• @SportsNation	
• @NBA	
• @ESPN	
• @Nflnetwork	
• @jtimberlake	
• @wizkhalifa	

	
TV	–  	

• SportsCenter	
• College	Footb all	
• College	B asketball	

Keywords 	– 	
• #DriveSober	
• #buzzed	
• #hungover	
• #LaborDay	
• #LaborDayWeekend	
• #Or	G etPulledOver	
• #drinking	
• #Drunkdriving	
• #imBuzzed	
• #tipsy	
• #drunk	
• #imdrunk	
• #swerving	



	
Programmatic	

Programmatic	 simply	m eans	 the	 buys	 are	 automated,	 but	 most	 importantly,	

follow 	the	i ndividual	 target	 member	 vs.	 using	a	 s pecific	 site.	
 
	
The	 programmatic 	buy	i s 	used	t o	gi ve 	the 	plan	“ tonnage” 	in	t erms	 of	
impressions	 delivered	v ia	di splay	 and	v ideo.	 	The	 efficiency	 of	 the	
programmatic	 buy	 allows	 NHTSA	t o	 participate	 in	t he	 publisher	 direct	 buys	
that	 use	 high	i mpact	 units	 such	as 	 homepage	 takeovers.	 
	
In	addi tion	t o	t he	 programmatic	 display	and	 vi deo	buys 	 NHTSA	w ill	 also	
utilize	 audio	 streaming	as 	 well.	 
	
This	 programmatic/streaming	buy	 w ill	 deliver	 over	 306	m illion	t argeted	
impressions	 for	 the	 Labor	 Day	 plan	w ith	j ust	 a	$ 6.98	C PM.	 
	
Video	 
The	 video	por tion	of 	 the	 plan	 will	deliver	over	95 	million 	impressions	with a	 
combination	o f	 programmatic	 television,	 desktop	and 	 mobile	 video.	 
	
The 	mobile 	video 	will 	be 	full 	screen 	and 	user 	initiated 	so 	waste 	will 	be 	kept 	to	 
a 	minimum,	 
	
This	 video	pl an	w ill	 be	 directed	t o	t he	 general	 market	as	well	as	to 	the 	Spanish	 
speaking	m arket.	 
	
Display	
Display	 will	 be	 used	 to	 generate	 the	 greatest	 number	 of	 impressions	 among	
the	 display,	 video	and	 s treaming	pl ans,	 but	 will	 use	 just	 less	 than	12% 	 of	 the	
budget.	 
	
The	 display	pl an	w ill	 allocate	 25%	 of	total	impressions,	o r	29.3 	million to	th e	 
Midlife	 Motorcyclist	 older	 target.	 
	
This	 plan	w ill	 reach	t he	 general	 market	 as	 well	 as	 the	 Spanish	s peaking	
market.	 
	
Streaming	 



The	 audio	s treaming	por tion	of 	 the 	plan	w ill 	run,	 for 	the	 most	 part,	 with	

NHTSA	l ong	 term 	partners	 Pandora	and	 i Heart.	 	To	a	 s maller	 extent	 NHTSA	

will	run 	with 	TargetSpot,	a nd 	as	part	of	the 	plan,	u se 	Sports	related 	podcasts.		

Podcasts	 are 	downloadable 	audio	c ontent 	on	s pecific 	topics 	that 	carry	

advertising	e mbedded	i n	t hem. 		Sports 	is 	a	 genre 	that	i s	o f 	great	i nterest	to 
	
many	you ng	m en	w hen	t hey	dow nload	podcas ts.	
 
	
The 	streaming	por tion	of  	the 	pan	w ill 	deliver 	94.4	m illion	i mpressions.
 	
	
Summary
	
In	s ummary	t he	s treaming/programmatic 	buy	br eaks 	out 	as 	follows 	–
 	
	
	 IMPs 	(000) 	% 	of	Budget 	
Streaming 	 		94,408 	 		41.6 	
Video 	 		95,028 	 		46.7 	
Display 	 117,262 	 		11.7 	
	
	
Facebook/Instagram	
This 	option	r ecommends 	the 	use 	of 	Facebook	&	 I nstagram, 	and	w ill 	be 	paid	
for 	by 	reducing	t he 	programmatic 	buy 	by 	the 	$200k	bud get. 	
	
This 	is 	being	pr esented	as  	a	s eparate	op tion 	due	to	 the	 f act	tha t	t he	a gency	
will	need to	b e 	granted 	“advertiser	access” 	in 	order	to 	place 	this.		If	th at	is	not	
possible	 then	w e	 will	 go	 with	t he	 first	 recommendation. 	
	
Based	on	 t he	i nformation	i ncluded	i n	t he	m edia	w ork	 plan	w e	k now	 that	
Facebook 	can 	deliver	a 	large 	reach 	potential	to 	our	young 	male 	audience.	 
	
This	 plan	w ould	ut ilize	 video	and	 s tatic	 images.	 
	
We 	can 	hyper-target	 much	l ike	 the	 programmatic	 plan	doe s	 and	r each	f or	
example	– 	 
	

• Blue 	Collar	workers	
• Affinity 	to 	domestic 	beer	brands	
• Affinity 	to 	alcoholic 	brands	
• Purchase	 behavior	 –	

o Purchase	 alcoholic	 beverages	



	
In	addi tion	t o	t he	t argeting	above	 N HTSA 	can	al so	t arget 	to	el ements 	of 	the	

overall	media 	plan.		F or	example, 	NHTSA 	can 	use	Faceb ook 	to	tar get	f ans	of 
 	
WWE 	Raw 	on 	Monday 	nights 	when	t he 	program 	is 	on, 	and	t arget 	fans 	of
	
websites 	such	as  	BuzzFeed	and/or 	 ESPN.	
 
	
Through	t his 	kind	of 	 targeting	NHTSA	 c an	e xtend	i ts 	reach	of f 	of	 the
	
programmatic 	digital 	plan	bas e.
 	
	
All	 ad	u nits	w ill 	be	ex ecuted	as	 n ative	p lacements, 	so	con sumers	w ill	 see 	ads
	
within	t heir 	news	 feed.	 	This	 makes	 it	 look	m ore	or ganic,	 and	not 	 look	l ike	an	 
ad.	 	This	 native	 approach	e njoys	 higher	 engagement	 levels.
 	
	
In	or der	 to	exec ute	t his	 plan	on	 Fac ebook	and	 I nstagram 	we	w ill 	need	

advertiser 	access 	within	Fac ebook.	 	This	 level	 of	 access	 allows	 us 	only	t o	r uns
	
ads 	from 	your 	page. 		We 	will 	not 	have 	the 	ability	t o	pos t, 	change 	information,
	
respond	t o	cons umers, 	or 	make	any	 changes  	to	t he	page. 
	
For	this	first 	foray 	into 	paid 	advertising 	with 	Facebook/Instagram 	we 	are
 	
recommending	a	 budge t 	of 	$200,000.
 	
	
We	r ecommend	p lacing	70%  	of 	the	b udget	on  	Facebook 	($140k) 	and	30%  	on
	
Instagram 	($60k).
 	
	
The 	Facebook	pl an	w ill 	reach	an	 e stimated	7. 3	m illion	t argeted	i ndividuals
	
and	t he 	Instagram 	plan	w ill 	reach	an	 e stimated	4. 7	m illion	t argeted
	
individuals.
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